ABSTRACT
INTRODUCTION
his study analyzes the use of social media for heritage sites in Eastern New York State. Heritage sites include battlefields and forts, history museums, historical societies and historic houses. The expression used to describe the "business and practice of attracting and accommodating visitors" to these heritage sites is heritage tourism (Advisory Council on Historical Preservation, 2014).
Most, if not all, the heritage sites in New York State have a similar mission which is to preserve, celebrate, and share the history of New York. In order for heritage sites to carry out their mission of preservation and education they must have a consumer base to educate and attract to each location. While some heritage sites attract visitors from across the nation others have a very small reach limited to their local community. Either way, heritage sites must rely on marketing activities to build relationships with consumers. Marketing activities are becoming more integrated into the areas of public history, museum studies, and heritage tourism to enhance the long term success of each.
The conversation linking marketing and heritage tourism began in the 1960's and has since evolved into a field with professionals, different areas of study, and large amounts of literature. Both fields recognized that marketing did exist in heritage tourism, but there was very little written down about this connection. Although Richard Foster noted that museums, or heritage sites, were aware that strategic marketing was important in 1979, it took another decade for professionals to begin looking more carefully at how to combine these two fields most effectively into heritage tourism marketing, more commonly referred to as "museum marketing " (Foster, 1988) .
The late 1980's and the 1990's were evolving decades for heritage tourism as marketing theories were applied to heritage tourism (Foster, 1992) . The problem was this often was a one-way conversation with marketing strategies and techniques being placed into the script of heritage tourism management.
This one way conversation transformed into a two way dialogue in the 1990's. Fiona McLean and Hugh Bradford were two of the first individuals to incorporate strategic marketing to heritage tourism in a way that heritage sites could understand, use, and apply (McLean, 1993) . A new trend in research focused on marketing and how the visitor 1. Determine what marketing techniques are being used by heritage sites 2. Determine how heritage sites use social media 3. Determine social media best practices for heritage sites and recommendations for improvement A survey was developed consisting of four parts with a possible total of 24 questions and was designed based on previous research about survey development, the literature review and primarily to achieve the research objectives. Parts I and II consisted of 10 general heritage site and marketing questions. The purpose of these particular sections was to characterize the type of heritage site the respondent was from (type of site, staff numbers, annual budget, most common visitors) and to understand current marketing efforts (hours spent marketing, existence of marketing plan, target audiences, effectiveness of marketing techniques).
Parts III and IV consisted of the bulk of the survey. The goals of these sections were to understand how heritage sites used social media (what forms, how long, who is responsible for updating them, and what audiences are targeting using social media) and how effective social media is for a variety of different marketing tasks such as engaging with visitors before, after, and during the heritage site visit, marketing events and venue rentals, attracting new visitors, and fundraising. For these questions in Part IV semantic differential scales were used for respondents to rate the different forms of social media from very ineffective to very effective.
Survey Participants
Qualtrics software was used to develop and distribute the survey to 165 heritage sites in eastern New York. The population included a variety of history museums, multiple historic forts and battlefields, historical societies that run a museum, historical societies that do not run a museum and historic houses. The geographical location of the heritage sites were within 100 miles of Albany, NY and was selected to narrow the research to eastern New York State around the capital region. Figure 1 below identifies the geographical location of the heritage sites used in the study. The web search delivered a total of 203 heritage sites all of whom were contacted via phone or email. Thirty eight heritage sites were unable to be contacted or requested to not be included in the project which resulted in the 165 heritage sites to whom the survey was delivered.
The survey was completed by a total of 53 participants, giving a 32% response rate. The majority of the sites surveyed were historical societies and historic houses (n=39). Of the heritage sites 89% (n=34) have 5 or less full time staff. Only two outliers had more than 30 people on their full time staff. This information is contained in Table 1 and Figure  2 below. The data indicates that the large majority of the surveyed population are small heritage sites, mainly historical societies, with very few, if any, full time staff who market to older adults.
Research Objective I: Marketing in Heritage Sites
The first research objective of this study was to determine what marketing techniques are being used by heritage sites.
To determine how the heritage sites market themselves, the survey asked questions about staff, time, and techniques.
The rise in visitor-studies and literature about heritage tourism marketing has made it possible for heritage sites to research and create strategic marketing plans. Effective marketing strategies and efforts can help heritage sites fulfil their missions of preservation and education (Kirezli, 2003) . Large heritage sites, such as the New York State Museum or the Albany Institute of History and Art, have marketing associates on staff while marketing activities at the smaller organizations, which include the majority of the surveyed population, are taken on by other members of the heritage site team, such as the director, president, curator, or volunteer (New York State Museum, 2014).
As most of the marketing activities at the surveyed sites are not completed by people with a marketing background it is not surprising to find that only 10 of the 53 sites surveyed have a marketing plan. Similarly, very little time each week is spent on specific marketing efforts. Only nine sites indicated they spend more than five hours on marketing each week and the majority of sites spend one hour or less on marketing each week. This information is contained in Figure 4 . The heritage sites in New York were also asked to identify the focus of their marketing efforts. Figure 5 identifies the top four visitor groups that were also rated as the top targeted audiences for marketing strategies are adults (ages 35-65), seniors (ages 65 and older), current members of the heritage site, and children and families. Why were adults and seniors ranked the top two marketed groups? The top two sources of funding, as idenified by the survey respondents, are memberships (n=18) and state and national funding (n=11). Marketing is especially important for recruiting memberships and it is evident that the heritage sites are marketing primarily to adults and senior citizens who have potential to become members.
Representatives from the sites were able to rate a variety of marketing techniques for effectiveness. The top three marketing techniques, as portrayed in Table 2 , that had the highest mean of effectiveness are word-of-mouth marketing, print marketing (including fliers, pamphlets and posters), and e-marketing (including use of social media and a website). 
Word of Mouth Marketing
Word-of-mouth marketing has been identified as one of the most effective marketing techniques for heritage tourism by scholars and surveyed heritage sites alike. Word-of-mouth marketing occurs when people promote the heritage site by communicating with others and this can create an exponential growth in the dissemination of information. One of the reasons word-of-mouth is especially advantageous for heritgate sites is because of the lack of cost and the availabily of people. Anyone who attends an event or a progra hosted by the heritage site has potential to become a 0 10 20 30 40 The Clute Institute word-of-mouth marketer for the site. Staff members, trustees, and volunteers are also important word-of-mouth marketers. The heritage site is responsible for ensuring that the messages spread through word-of-mouth are positive and true to their site, which often worries marketers due to the lack of control that comes with word-of-mouth marketing (Miller & Lamas, 2010) .
In order to make certain the heritage site is being represented properly reliance is needed on branding and relationship marketing. Even though these two strategies were not ranked as very effective by the survey they are important strategies for enhancing word-of-mouth marketing. Branding is defined as developing an identity that makes the heritage site appealing and reputable to both visitors and other insitutions (Lumb et.al., 2009) . A heritage site's brand, what the public associates with the site, could either be focused on the subject of the site or the desitination at which the site is located (Caldwell, 2010) .
Word-of-mouth marketing relies on the public to share their impressions and experiences with the heritage site.
Heritage sites can influence their brand by studying what their visitors think of their experience through surveys and by receiving and responding to feedback.
Social media can be an effective tool for studying, developing, and sharing a heritage site's brand. Public reactions to different products, ideas, or services can be monitored on social media by studying how many "likes," "shares" or "retweets" a post about the product, idea, or service receives. Heritage sites can also receive real-time feedback through social media, especially on Facebook and Twitter (Miller & Lamas, 2010) .
While branding speaks to the message spread by word-of-mouth marketing, relationship marketing speaks to the people who are spreading this message. As previously mentioned, trustees and staff are two important groups of people for word-of-mouth marketing. Relationship marketing describes the efforts of the heritage site to create long term relationships with visitors and funding or collaborative organizations (Miller & Lamas, 2010) .Visitors with whom heritage sites form trusting and loyal relationships with are more likely to return to the site and are more likely to recommend the site to other people. Some visitors may purchase memberships, which also can help the heritage site maintain a relationship. Members and frequent visitors will know about the heritage sites programs and services and can thus knowledgably spread the word about the site.
Because heritage sites cannot fulfill the needs of every type of audience, site administrators must choose specific audience groups to target their marketing efforts (Kotler et.al., 2008) . As indicated above, the heritage sites surveyed target adults and seniors as they are the primary purchasers of memberships -a main source of funding for the heritage sites. Social media, especially Facebook, allows administrators to share posts with specific audiences. Facebook also provides users with audience demographic information, such as what type (age, gender) of people "like" posts. Using this information, heritage sites can adapt their message to fit the audiences of their differnet marketing venues.
Social media is also an effective tool for relationship marketing because it allows for communication between the heritage site and its public (Bartak, 2007) . This communication can take place both before, during, and after the onsite visit. This before and after communication is made possible and enhanced by social media. Websites allow visitors to gather information about what to expect during their visit and social networking sites, such as Facebook and Twitter, and email gives visitors a chance to "stay in touch" with the heritage site after their visit. Heritage sites can communicate with their audiences on a more personal level using social media, both by responding to comments on posts and answering emails. Social media has given heritage sites the opporutnity to continue relationships with visitors even after their on-site visit, an advantage that previously would have required printing and sending newsletters.
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Research Objective III: Determine Social Media Best Practices for Heritage Sites and Recommendations for Improvement
The final research objective was to determine how social media can be an effective marketing tool. In the survey, participants were asked to rate different forms of social media for effectiveness. The following discussion will examine three different marketing activities and what types of social media were rated effective tools by the survey participants.
Visitor Engagement
Engaging with visitors is crucial to relationship and word-of-mouth marketing. Heritage sites should engage with their visitors before, after, and during their on-site visit. It should be noted, however, that not every heritage site has a location for audiences to visit. Some, such as historical societies, only host programs and offer services in different venues as they do not have a space -such as a historic house or a museum -for audiences to visit. For these types of heritage sites, engagement with visitors may be especially difficult as they cannot rely on regular foot-traffic. For these historical societies, and for all other types of heritage sites, social media can be a very effective tool for visitor engagement.
Websites and Facebook were found to be the most effective types of social media for engaging with visitors before and after the heritage site visit as both allow for personalized communication with visitors. Although websites are usually the "go-to" tool for anyone interested in attending a museum (look for hours, directions, exhibit listings), Facebook can be used for real-time communication with large audiences. Audience members can "like," comment on, and "share" postings and pictures. Heritage sites can update their websites and social networking sites regularly and share with their visitors what is happening at the site. A few heritage sites in New York have found Facebook to be an effective tool for keeping audiences updated on construction or renovation projects, allowing engagement during times when visitors could not actually visit the site.
Successful marketing with social media does come with challenges. According to the survey the main reasons why heritage sites do not use social media is because of the lack of resources -especially staff, time, and knowledge. Scholars recognize that quality of content, relevant activity, and timely activity are necessary for successful social media marketing. Without sufficient time or staffing it would be difficult for a heritage site to keep a regulated and consistent posting schedule. Time is required to update content on websites, to create postings for social networking sites, and even for staff to learn how to use the different types of social media. Therefore, it is not adequate to say that social media is a fool proof marketing tool for every heritage site in New York, but it can be said that heritage sites have found it to be an effective tool for a number of different marketing strategies.
For heritage sites that do not currently use social media, it would be prudent to discuss the idea with volunteers. If anyone is willing to put in the time, it would be recommended that the heritage site invest this time in social media marketing. For heritage sites that already use social media and are looking to expand their usage, it would be recommended that they concentrate on developing what they already have rather than trying out any new platforms. There was a positive correlation found in the survey between hours spent updating social media and how effective social media is for marketing purposes. This means that the more hours spent updating the social media, the more effective it is. For this reason, it would be recommended that more time be spent on updating the current forms of social media than spending less time on multiple different platforms.
Like many things in life, social media requires time and effort to be effective. However, when time and effort are put into social media marketing it is found to be an effective tool for heritage sites. New York State has a rich history and this history is being preserved and presented at hundreds, if not thousands, of heritage sites throughout the state. Unfortunately many of these heritage sites are small, understaffed locations without large audiences to share this history with. For these small heritage sites, social media can be an inexpensive tool to use to market their resourceswhether that be collections to be seen in a museum setting, an event that can be attended, or a workshop to be educated at. Social media allows small heritage sites to have a voice and gives them the opportunity to make a once small voice grow louder. Although it certainly won't solve every problem a heritage site may face, social media can be a useful tool for sharing New York's history with the greater public.
Based on the findings from this study it is evident that heritage sites need to target millennials more through their social media efforts as this generational cohort will be important for long-term success. Engaging with millennials through social media and designing marketing programs aimed at increasing their interest and visit to heritage sites is highly recommended.
Social media needs to be an essential component of the activities of heritage sites and should be allocated sufficient resources instead of being relegated to ancillary tasks of those responsible for their implementation. Also, heritage sites need to monitor social media trends and use by consumers, particularly among millennials, to ensure the most effective methods are utilized to reach consumers. A further expansion of digital marketing techniques is recommended through the use of search engine marketing, Google AdWords and analytics.
